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In fact, corporate giving was limited by law to donations that could be justified directly as being in the stockholders' interests. Hence, though the decision to donate or not to donate was voluntary, the recipient of the donation was limited legally to one that furthered corporate interests. This situation changed in 1954, when a New Jersey Supreme Court decision established the principle that publicly held companies can provide grants to nonprofit entities that do not directly produce profit to the companies' stockholders.
Mandated corporate social responsibility. This phase was marked by a recognition among firms that in a free society any business operates only as long as societal members continue to grant it that right. Also, stakeholders dissatisfied with corporate leaders' voluntary actions used a variety of pressures, including regulatory provisions, to force corporations into actions that did not necessarily contribute to their profit. As these pressures grew, to avoid charges of corporate hypocrisy, corporations tended to shy away from supporting causes that seemed to have potential to further their corporate interests (Morris and Biederman 1985) . Doing better by doing good. The recent trend seems to be to seek a middle ground between voluntary and mandated support. Corporate philanthropy seems to be driven by the concept of "enlightened self-interest." Stroup and Neubert (1987) note that corporations are beginning to realize that, for their survival and competitive advantage, they must evolve from doing good to doing better. Therefore, social responsibility is treated as an investment that improves the long-term performance of the organization. This trend is also identified in a recent review of literature on the objectives of corporate philanthropy (Grahn, Hannaford, and Laverty 1987) . The authors broadly classify these objectives as (1) corporate philanthropic objectives that are also objectives of marketing strategy and (2) corporate philanthropic objectives that are not objectives of marketing strategy. Rosenthal's (1985) study on the motives underlying corporate involvement in national charity telethons provides additional insights into the overlap between the philanthropic and marketing objectives of firms. He reports that corporations use telethons both as a channel for charitable contributions and as a marketing tool.
The Emergence of Cause-Related Marketing CRM can be viewed as a manifestation of the alignment of corporate philanthropy and enlightened busi2See Keim (1978a) for a discussion on the enlightened self-interest model and Keim (1978b) for a discussion on two contrasting viewpoints on managerial behavior in the context of corporate social responsibility-the "popular" view of the social responsibility of business and the "economist's" view. ness interest. It is basically a marketing program that strives to achieve two objectives-improve corporate performance and help worthy causes-by linking fund raising for the benefit of a cause to the purchase of the firm's products and/or services. Indicative of the marketing thrust of CRM programs is the fact that, in most cases, contributions to charity stemming from a firm's CRM do not come from its regular philanthropic foundation budget. Rather, a portion of the marketing budget that normally would have been expended for advertising and/or sales promotion is instead earmarked for contribution to a cause on behalf of those customers who engage in revenue-producing transactions with the firm during a specified time period and comply with other terms of exchange (Business Week 1982; Wall 1984) . Also indicative of the marketing thrust of CRM programs is the fact that the amounts expended by the firms in promoting the programs, and thereby stimulating demand for their brand(s), tend to be substantially higher than their promised maximum contribution to the cause. 
Cause-Related Marketing Defined
There seems to be some confusion about the concept of CRM. It has been viewed as a form of horizontal cooperative sales promotion (Varadarajan 1986 ), as a tie-in between corporate philanthropy and sales pro3An extreme type of highly targeted CRM is "affinity group marketing." The term "affinity group marketing" is used generally in the context of strategies designed to capitalize on the goodwill people have for the groups to which they belong (Yang 1986 ). For example, the practice of banks forming alliances with universities to promote their Master Card and Visa charge cards to the university faculty, staff, and/or alumni has been growing in popularity. Such associations generally call for the bank to contribute to the not-for-profit partner a percentage of the dollar amount charged to the card (usually one quarter or one eighth of 1%) and/or a certain amount for each card issued to a member of the affinity group. Such partnerships constitute an additional source of income to the affinity group (universities, professional groups, special interest groups) and the bank benefits by developing a market base of select customers. The rationale underlying affinity group marketing seems to be that if there is little differentiation between competing brand offerings (e.g., bank credit cards), customers might be inclined to patronize a particular brand if such use entails no additional cost and benefits their affinity group. motion (Grahn, Hannaford, and Laverty 1987), as synonymous with corporate sponsorship of charitable causes (e.g., Coca-Cola Company's sponsorship of a program to combat hunger and homelessness in America; see Williams 1986) , and as the initiation and funding of deserving causes (e.g., Adolph Coors Company's setting up of a $500,000 scholarship program for children of soldiers who died in the Vietnam war; see Rapp and Collins 1987, p. 174) . Though the use of CRM in tandem with sales promotion tools such as cents-off coupons and refund offers is pervasive, the offering of an economic incentive to motivate consumers to engage in exchange relationships with the firm (the salient characteristic of most consumer sales promotion tools) is not the key characteristic of CRM. Rather, the distinctive feature of CRM is the firm's contribution to a designated cause being linked to customers' engaging in revenue-producing transactions with the firm (exchange of goods and services for money). Table 1 summarizes programs that are illustrative of (1) both CRM and sales promotion, (2) CRM and not sales promotion, (3) sales promotion and not CRM, and (4) corporate philanthropy but neither CRM nor sales promotion.
Firms have long attempted to enhance their corporate image, cultivate a favorable attitude in the minds of consumers, and/or realize incremental sales gains by prominently advertising their acts of philanthropy and sponsorship of worthy causes. Even when firms have refrained from using their sponsorship of events as a vehicle for promoting their products, the goodwill generated among consumers by such sponsorship has led to sales increases. For instance, since 1940 Texaco has sponsored radio broadcasts of the Metropolitan Opera. The company limits its corporate usage time to less than two minutes per broadcast and only briefly mentions its petroleum products. Nevertheless, research indicates that significant numbers of opera listeners make a special effort to buy Texaco products and that the company has two and a half times its normal market share among motorists who regularly listen to opera broadcasts (Hamaker 1984) . The positive outcomes notwithstanding, such actions cannot be viewed as illustrative of CRM.
In summary, CRM is a marketing activity-a way for a company to do well by doing good-distinct from sales promotion, corporate philanthropy, corporate sponsorship, corporate good samaritan acts, and public relations, though it is often an amalgam of such activities. In the absence of a formal definition of CRM in the marketing literature, the following definition is proposed.
Cause-related marketing is the process of formulating and implementing marketing activities that are characterized by an offer from the firm to contribute a specified amount to a designated cause when customers engage in revenue-providing exchanges that satisfy organizational and individual objectives.
Managerial Dimensions of CauseRelated Marketing
The use of CRM as an integral component of a firm's marketing strategy calls for decisions on the part of the firm about a broad range of dimensions. Some of the major dimensions of CRM are outlined in Table  2 . The list is illustrative and not exhaustive. A brief discussion of these dimensions follows.
Increasing sales. One of the most basic objectives firms strive to realize by participating in CRMPs is to increase the sales of their product/service offerings. Successful CRMPs are reported to have led to incremental sales (as evidenced by the higher redemption rates for cents-off coupons tying-in with charities) by increasing trial purchases, repeat purchases, and/or promoting multiple unit purchases. As a case in point, Kimberly-Clark Consumer Products Company (KC) initiated a CRMP in association with the American Heart Association (AHA) with the objective of realizing incremental sales through initial trial, repeat, and multiple-unit purchases (see NCH Reporter 1983 Customer pacification. There are numerous reported cases of a firm's customers or specific customer groups being offended by its marketing practices, public statements, and other activities. Such controversies often evolve into a call for a boycott of the firm's products. In such situations, CRMPs can be used as part of a larger program to appease the offended public or specific customer groups. Though no cases attesting to the use of CRMPs to improve relations with customers have been reported, the following situation illustrates the feasibility of such programs.
Offended by the marketing practices of Nestle in Third World countries, several consumer groups in the U.S.A., Canada, and Western European countries appealed for a public boycott of all Nestle products. Responding to calls for boycott issued by consumer interest groups and concerns expressed by reputed health organizations, Nestle substantially altered its infant formula marketing practices in Third World countries.
One can speculate that Nestle could have speeded the pacification process by initiating CRMPs in association with relief institutions such as CARE and designating infants in Third World countries as prime beneficiaries.
Though CRMPs can be used to nullify negative publicity about the firm and its offerings, and/or to pacify customer groups offended by its past actions, such use of CRMPs could backfire if it were construed as opportunistic. Hence, firms must exercise caution. More importantly, not-for-profit organizations must guard against being criticized for allowing commercial exploitation in such contexts. 
Cause-Related Objectives
Generating funds for the cause by stimulating revenue-producing exchanges between the firm and its customers is the primary objective of CRMPs. Never- 
Number of Participating Brands and Firms
An examination of numerous CRMPs reveals the following broad forms of associations to be prevalent at the brand and the firm level.
Brand-specific CRMPs. An illustration is General Foods' sponsorship of the Tang March Across America to mobilize funds for MADD (Mothers Against Drunk Drivers). General Foods pledged to contribute 10 cents for every Tang cents-off coupon redeemed during a specified period, up to a maximum of $100,000. The redemption rate was well above the 4% average for coupons in general and a 13% positive movement of the brand was tracked. As there were no other concurrent promotions for the brand during the time period, the results were interpreted as a clear test of the marketing effectiveness of CRMPs (Higgins 1986 
Choice of Cause(s)
A systematic approach to the choice of cause(s) to support would require that the firm study alternative causes and the constituencies to whom those causes appeal. Should there be a match between the firm's customer profile (or any of its multiple constituencies) and constituencies to which a cause appeals, the firm may choose to tie-in with the cause. For instance, the positive, upbeat, hopeful family image associated with Special Olympics was viewed as compatible with the image P&G preferred consumers to associate with its products (Maier 1985 
Cause Portfolio
A firm may choose to tie-in either with a particular cause or with a portfolio of causes. Illustrative of the latter approach is the CRMP initiated by Master Card International to raise funds for institutions engaged in combating cancer, heart diseases, child abuse, drug abuse, muscular dystrophy, and drunk driving (Marketing News 1987). By simultaneously tying-in with multiple causes, a firm might be able to appeal to the intense commitment to one of these causes that small subsegments of the firm's constituencies may share. Similarly, a firm whose product offerings are targeted to multiple market segments might be in a position to achieve better results by associating with a portfolio of causes that appeal to those constituencies rather than a single cause. 
Geographic Scope
The geographic scope of a CRMP can be national, regional, or local. When the cause has national visibility and the firm's served market also is national, the geographic scope of the CRMP can be national. Firms contemplating a CRMP of regional or local scope might be able to achieve superior results by tying-in with causes that particularly appeal to regional or local target groups. For instance, American Express recently supported a program called City Meals On Wheels for the Elderly and Homebound in New York City. American Express promised to contribute three cents to the cause each time its card was used at any of the New York City restaurants that accept its charge card (Time 1986).
A firm also can capitalize on the advantages of forging an alliance with a cause that has national or worldwide appeal, yet achieve some degree of geographic market focus. For example, the served market of the U.S. division of Richardson-Vicks is national in scope, as is the visibility of Boy Scouts of America and Girl Scouts of U.S.A. However, to appeal to individual segments (i.e., communities) of the total market, Vicks' CRMPs are characterized by an offer to contribute money to each community's chapter of the Boy and Girl Scouts. Use of CRM as a tactical tool is exemplified best by its use as a means for enhancing the effectiveness of a firm's sales promotion efforts. However, in organizations whose primary motive for fostering a charity tie-in is to increase the coupon redemption rate, CRM runs the risk of being relegated to the level of a mere leveraging mechanism. Top management involvement in such a scenario is likely to be limited and hence a strategic perspective may be lacking. Also, as more firms implement CRMPs tied-in with sales promotion tools, the effectiveness of such CRMPs might diminish. Figure 3 provides additional insights into these alternative perspectives.
Evaluation: Alternative Perspectives
One can argue that for CRMPs to be viewed as a legitimate marketing activity, they must be evaluated in terms of the relative effectiveness of the marketing efforts funneled into CRMPs versus alternative marketing tools that conceivably can be used to achieve the same end. For instance, Higgins (1986) As is true of most marketing activities, however, evaluating the market's response to a specific CRMP is an inherently difficult and challenging task. The problematic aspects of marketing systems (e.g., marketing mix interaction, multiple goals, delayed response, competitive effects) that make it difficult to predict the market's response to various types and levels of effort are discussed by several scholars (see Lilien Cause-related marketing programs, either initiated by a corporation and/or a non-profit, is [sic] here to stay. Since it will not go away, we cannot bury our heads in the sand so as not to deal with the issue. Fund raisers need to thoroughly understand cause-related marketing from a corporate point of view and corporate marketers need to understand philanthropy from our point of view.
The merits of CRM also have been questioned from a public policy perspective. Two characteristics of CRMPs are at the root of these criticisms. First, corporations often spend more money on advertising their contributions and their association with causes than on the actual contributions. Second, the contribution and the promotional expenditures are tax deductible. Kinsley (1985) views CRMPs as an avenue for corporations to get the government to subsidize their marketing programs.
Integrating Considerations of Social Responsibility and Ethics into CRM Decisions
Viewed in conjunction, the numerous favorable and unfavorable published commentaries on CRM suggest that firms walk a fine line between reaping increased sales, goodwill, and positive publicity and incurring negative publicity and charges of exploitation of causes. To create socially positive CRMPs, top management first must create and encourage a corporate culture that will internalize the true philosophy of CRM. Robin and Reidenbach (1987) provide a model to integrate considerations of social responsibility and ethics into the strategic marketing planning process. As they observe (p. 52):
Though profit and efficiency must remain central values within the culture, they must be balanced by other values that help define the limits of activities designed to achieve those objectives and by values describing other important ethical and socially responsible behaviors. Without the integration of concerns about ethics and social responsibility at the very beginning of the marketing planning process, as well as throughout the process, the organizational culture may not provide the checks and balances needed to develop ethical and socially responsible marketing programs. Epstein (1987) addresses the issue of social responsibility and ethical concerns from a process ap- built over a number of years and thus erode its appeal for the traditional supporters. * An organization could allow its cause to be identified so strongly with a corporation that it could be perceived by the public as being "owned" or having "sold out" to the company; it could also prejudice its case for support from other corporations.
Effect on Consumers' Charitable Giving Behavior * Some consumers, unaware of the minor effect of their individual participation in a CRMP, might feel they have fulfilled their philanthropic obligations and others may be oblivious to the entire program. * Cause-related marketing promotes the notion of "painless giving." However, the consumer, who is making a purchase, not a gift, is not a donor. * The public might begin to view philanthropy as "the business of business" and take the easy way out of financial obligations to charity, assuming the "let business do it" attitude. * Consumers participating in cause-related marketing programs have less need to examine the causes they believe are best administered and deserving of support. A company's social policy is potent only if top management is actively involved in its design. Robin and Reidenbach (1987, p. 45) note that organizational involvement with social responsibility at a strategic level is lacking in spite of recognition of the need for it and the seeming willingness of executives to incorporate it. They further suggest that social efforts by businesses in recent years have lacked a unified collective impact on public opinion because the objectives of such efforts are often inexplicit and not part of an overall plan. As more firms institutionalize CRMPs into their marketing plans, and as CRM is inculcated into the corporate culture, the resulting collective impact of CRM efforts on societal well-being is likely to be substantial.
Directions for Future Research
The articles in the business press reporting firms' participation in various CRMPs and the outcomes of such programs attest to the growing acceptance of this potent marketing tool by businesses as well as not-forprofit organizations. However, CRM as an area of inquiry is devoid of detailed research efforts. Research on the myriad nuances of CRM could be beneficial to firms that currently do not use CRMPs as part of their overall marketing strategies. Likewise, such research could benefit not-for-profit organizations in their efforts to raise funds by tying-in with firms. We therefore suggest an agenda for future research in the following three major areas. The contextual relevance of environmental and organizational variables has been an underlying theme for theory-building and research in numerous studies in marketing (for a detailed review, see Zeithaml, Varadarajan, and Zeithaml 1988) . This stream of research suggests that the relative effectiveness of CRMP versus alternative marketing programs that can be used to realize the same objectives is contingent on specific environmental and organizational variables. Important theoretical and practical contributions can be achieved through study of CRM from a contingency perspective.
Cause-Related Marketing

Consumers' Behavioral and Affective Responses to CRMPs
In their attempts to evaluate the effectiveness of CRMPs, firms have relied mainly on consumers' behavioral response measures such as number of coupons redeemed and percentage increase in retail sales. Trade response to these promotions is evaluated in terms of such measures as percentage increase in sales to retailers, in-store displays, and other merchandising efforts. However, research on consumers' attitudes toward CRMPs is lacking. For instance, do consumers view such CRMP programs as cause-exploitative rather than cause-supportive? The need for such research is highlighted by the concerns voiced by Gurin (1987) about the likely adverse effects of CRM on consumers' perception of and attitude toward causes, as well as their charitable giving behavior (see Table  3 ).
Researchers have used models of mental events and feelings of decision makers to explain the actions of consumers in various behavioral contexts (e.g., donation of blood; see Bagozzi 1982) . By building on this stream of research, the causal relations among cognitions, affects, intentions, and behavior in reference to cause-related marketing can be explored. The extensive body of literature pertaining to the donation behavior of individuals, reviewed by Burnett and Wood (1988) , also provides valuable insights into the conceptual and theoretical bases that might be suited for the study of consumers' behavioral and affective responses to CRM.6 Differences, if any, in consumers' responses to CRMPs designed to benefit different types of causes (e.g., civic and community related, culture and arts related, education related, health and human services related) warrant closer investigation. Along similar lines, contextual differences in consumers' affective and behavioral responses when the designated beneficiary is a local cause (New York City Meals on Wheels for the Elderly and Homebound), a regional cause (Texas Highways Beautification Program), a national cause (American Heart Association), or global cause (Red Cross) also should be investigated.
Ethics-Related Issues
In reference to ethical problems in business, Cadbury (1987, p. 70) notes, "Most business decisions involve some degree of ethical judgment; few can be taken solely on the basis of arithmetic." Freeman (1987) highlights the need for a standard code of ethics in fund raising because of the competing and often conflicting interests of causes and participants. He points out that the participants in fund-raising efforts-the volunteers, board of directors, paid staff, and independent consultants-are motivated by unequal amounts of self-interest, philanthropy, competitiveness, pride, and ego. These conflicts of interest can lead to destructive consequences if not kept in check. The dual orientation of CRM-achieving specific 6Burnett and Wood (1988) note that social exchange theory, symbolic interaction theory, equity theory, resource exchange theory, and prosocial behavior theory in conjunction with empirically based findings on donor characteristics and situational variables provide insights into the donation behavior of individuals. Social exchange theory provides a way of looking at exchange influenced by rewards, costs, selfinterest, situational variables, actor characteristics, codes of conduct, and dynamism of relationships over time. Equity theory and its tenets are concerned with understanding the relationship between rewards, costs, sanctions, and distress in an exchange situation. Resource exchange theory provides a typology of resources (i.e., reward and costs) that are considered similar and are exchanged between parties. Finally, the study of prosocial behavior involves the investigation of helping, sharing, and other intentional and voluntary altruistic behavior. corporate and marketing objectives and raising funds for worthy causes-highlights the need for research on both marketing ethics and fund-raising ethics. An exhaustive body of literature is available on marketing ethics in the contexts of marketing research, advertising, personal selling, pricing, and international marketing (see Laczniak and Murphy 1985) . In addition, alternative conceptual frameworks for the study of ethics in marketing have been proposed (see Ferrell and Gresham 1985; Laczniak 1983 ). This knowledge base could serve as a foundation for the study of ethical issues in the context of CRM.
Conclusion
The evolution of CRM has been facilitated by the confluence of perspectives from several general and specialized areas of inquiry including marketing, marketing for not-for-profit organizations, corporate philanthropy, corporate social responsibility, fund raising management, and public relations. CRMPs have helped firms realize corporate and marketing objectives, while at the same time providing much-needed financial support and valuable management know-how to deserving causes. The growing popularity of CRM is indicative of an emerging trend-a trend acknowledging not only that business success is compatible with the public good, but that both can be achieved in unison (Scott Paper Company 1986) .
CRM has the potential to evolve into a creditable answer to the oft-repeated call for corporations to become more involved in solving some of America's social and economic problems (O'Toole 1985; Steiner 1972; Tuleja 1985). However, it also carries the risk of drawing the wrath of concerned critics (Gurin 1987; Kinsley 1985) . Corporations therefore must recognize that though the concept of CRM is laudable, its misuse can lead to disastrous results. Care and discretion should be exercised by the firms and causes in the design and implementation of CRMPs. If the majority of marketers can prevent CRM from degenerating into cause-exploitative marketing, it may very well be viewed as one of marketing's major contributions to society.
